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POLITICAL

ECONOMIC

SOCIAL

TECHNOLOGICAL

» ecological’environmental issues
e current legislation home market

o future legislation

» international legislation
e regulatory bodies and

processes

s govemnment policies
e government term and change

s trading policies

e funding, grants and initiatives
» home market lobbying/pressure

groups

» international pressure groups
e wars and conflicts

» home economy situation

a home economy trends

s overseas economies and trends

e general taxation issues

staxation specific to
product/services

s seasonality/weather issues

s market and trade cycles

a specific industry factors

e market routes and distribution
trends

e customer/end-user drivers

sinterest and exchange rates

s international trade/monetary
issues

w lifestyle trends

» demographics

e consumer attitudes and
opinions

e media views

» law changes affecting social
factors

» brand, company, technology
image

e consumer buying patterns

e fashion and role models

e major events and influences

» buying access and trends

e ethnic/religious factors

» advertising and publicity

e ethical issues

e technological

s competing technology
development

e research funding

s associated/dependent
technologies

s replacement
technology/solutions

s maturity of technology

e manufacturing maturity and
capacity

e information and
communications

s consumer buying
mechanisms/technology

s technology legislation

s innovation potential

e technology access, licensing,
patents

w intellectual property issues

» global communications
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Francis J. Aguilar
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Michael J. Etzel, Bruce J. Walker and William J. Stan. “Maeketing”, McGraw-Hill, Inc.,1997.



FIVE FORCE MODEL

BARGAINING POWER OF SUPPLIERS:

RIVALRY AMONG
EXISTING COMPETITORS: THREAT OF NEW

= Number of competitors ENTRANTS

= Diversity of competitors
® |ndustry concentration
* |ndustry growth

Quality differences

=  Brand loyalty

= Barriers to exit

= Switching costs

BARGAINING RIVALRY
POWER OF &I\é%l:l“(s
SUPPLIERS G

COMPETITORS

Number and size of suppliers
Uniqueness of each supplier’s product
Focal company’s ability to substitute

THREAT OF SUBSTITUTE PRODUCTS:

* Number of substitute products available THREAT OF
=  Buyer propensity to substitute

= Relative price performance of substitute SUBSTITUTE
»  Perceived level of product differentiation PRODUCTS

= Switching costs

THREAT OF NEW ENTRANTS:

= Barriers to entry

= Economies of scale

= Brand loyalty

= (Capital requirements

=  Cumulative experience

=  Government policies

= Access to distribution channels
= Switching costs

BARGAINING

POWER OF
BUYERS

BARGAINING POWER OF BUYERS:

=  Number of customers

= Size of each customer order

= Differences between competitors
= Price sensitivity

= Buyer’s ability to substitute

= Buyer’s information availability

= Switching costs

Michael E Porter
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1. AMAILYD I T v10Y
(Expert Opinion)

2. N1FBYUULUILUY
Trend Extrapolation)

3. ANANNUS VDI
(Trend Correlation)

4. AILUUNAIN (Dynamic Modeling)

5. N139LATILH

Cross-impact (Cross-impact Analysis)
6. ﬂ’)']ﬁJﬁﬂ']ﬂWﬂ']ﬂ?J'éNL‘W@ﬂ']ﬁﬂj
(Multiple Scenario)

7. N1SNEINIAIgUAIA

(Demand Forecasting)
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